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2007 Great Arkansas Cleanup 

 
Research/Background 
Each year, the state spends nearly $5 million picking up roadside litter, but the amount of litter picked up from 
shorelines and other public areas isn’t calculated. As a strategic partner with other state agencies in the fight 
against litter, the Keep Arkansas Beautiful Commission (KAB) promotes the Great Arkansas Cleanup (GAC), a 
massive statewide volunteer litter-pickup campaign, each fall (August, September and October). Litter-pickup 
events are organized across the state by local coordinators who recruit volunteers to participate in the local effort. 
Events focus on removing litter from roadsides, shorelines, and parks and public areas. The KAB office staff, a 
statewide GAC coordinator and Mangan Holcomb Partners provide support to local coordinators to organize and 
promote successful events. 
 
2006 was a banner year in this effort that began more than 30 years ago. Just over 20,000 Arkansans volunteered 
in 189 events in 55 counties around the state, picking up 4.4 million pounds of litter along 4,077 miles of roadway 
and 1,048 miles of shoreline, and in 148 parks and public areas. The cost benefit to the state of this great 
volunteer effort was calculated at $1.6 million. The agency would be charged in 2007 with maintaining these 
significant event results. 
 
Action Planning 
Target Audiences 
• Local cleanup event coordinators 
• Potential volunteers 
Objectives 
• Increase volunteerism for local cleanup events by 2.5% (the number of volunteers has held steady at about 

20,000 each year for the past five years, so it is more important to maintain the number of volunteers from 
year to year than to increase) 

• Provide local event coordinators with customizable, effective promotional materials 
• Brand the GAC with coordinators and volunteers 
Budget  
$25,000 
 
The agency was charged with promoting the 2007 GAC to maintain previous years’ involvement levels but on a 
smaller budget. In an effort to conscientiously use limited marketing dollars for the greatest impact, Mangan 
Holcomb Partners recommended that KAB continue to use the “Litterman” brand and “Do Something” message 
used in previous years’ GAC campaigns. Due to fewer promotional dollars available for mass media advertising, 
the campaign had to position Litterman and his message in a grassroots effort that included a local newspaper ad 
buy to drive volunteerism, a media relations effort, Litterman-branded promotional items and giveaways to 
encourage and thank volunteers, and a statewide radio and TV PSA placement. 
 
Execution 
The flagship execution of the GAC promotional effort was the TV spot PSA. Completely animated and 
interpreting the choreographed dance steps of a Broadway performer, Litterman comes to life to clean up his 
community by picking up litter and tossing it into a nearby wastebasket, landscaping with a hoe, trading it for a 
rake, then a paintbrush – all tools of the GAC “trade.” As the spot comes to an end, Litterman steps into his circle 
of yellow and stabs his litter-pickup stick into the ground as his Do Something – Join the Great Arkansas Cleanup 
message reverberates on the screen. This 30-second PSA was placed on 21 stations. A complementary radio PSA 
was produced and placed around the state on all stations (115) and used to fulfill an existing KAB media buy with 



 

   
   

the statewide radio sports network. In previous years, as much as $40,000 was available to buy cable placement, 
as well as outdoor placement, to supplement the radio/TV PSA effort.  
 
Another significant element of the campaign was the PR strategy. The PR prong of the GAC campaign provided 
local coordinators the materials they needed to successfully promote their events. While a news release 
announcing the GAC and encouraging communities to organize a local cleanup was distributed statewide by the 
agency, most other PR and/or media relations was handled locally by the coordinators. To that end, the agency 
provided local coordinators with a CD toolkit of customizable publicity materials, including a volunteer-
recruitment poster, small-size print PSAs and a news release. The agency advised local coordinators on the 
importance of using their communities’ traditional and nontraditional media outlets to promote the GAC and 
encourage volunteerism. To further broaden reach and excitement, the GAC/KAB staff (with minimal agency 
support) judged a statewide youth poster contest. Once event results were tabulated, the agency wrote and 
distributed a GAC wrap-up news release statewide, as well as a poster-contest winners news release. The PR 
budget was reduced by about half from the previous year. 
 
The agency also negotiated a 2-for-1 local newspaper advertising campaign to recruit volunteers in advance of 
local GAC events and thank the volunteers once the events were complete; 18 community events were promoted 
in this way (up from 17 the previous year).  
 
Other campaign collateral provided to local event coordinators for distribution to volunteers included T-shirts; 
volunteer-appreciation stickers, vehicle static clings and temporary tattoos, all from the previous year’s supply; 
and “Volunteers Picking Up Litter” signs (quantity of 120 signs). All collateral materials prominently featured 
Litterman and his Do Something message. Lastly, the GAC was posted to the KAB website and featured in three 
issues of the KAB’s The e-Keepsake monthly electronic newsletter distributed to 500 subscribers. 
 
Evaluation 
Even with reduced promotional dollars, the agency supported another successful GAC, which produced these 
impressive results: 
Participation 
• 72 local coordinators in 51 counties (of 75 total) organized 190 events  
• 20,384 volunteers (up from 20,016) donated 82,688 hours of time  
• 4.7 million pounds of litter picked up  
• 8,943 miles of roadway picked up  
• 135 parks and public areas cleaned  
• 1,439 miles of shoreline cleaned  
• 40 illegal dumpsites closed  
• Cost benefit to the state measured at just over $1.7 million  
Media 
• A $124,215 advertising equivalency rate for the TV and radio PSA combined 
Public Relations 
• 198 articles, announcements and/or photos in the state’s newspapers  
• 74 print media outlets (of 150 total) in 65 communities in 49 counties publicized GAC events, as did 3 TV 

stations 
• 2,179 total column inches of news coverage; 8 total minutes of airtime  
• An $162,723 advertising equivalency rate  
• 4.1 million media impressions 
Poster Contest 
• 100 entries; 9 winners 
Online 
• 3,566 hits to the GAC pages on the KAB website 
• 122 unique-user click-throughs to GAC information from The e-Keepsake 


